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With the the global proportion of elderly population increasing year by year, 
hypertension rates ascending, people’s living standard rising, and the concept of 
health strengthening day by day, the requirement of home medical electronic 
products also increase year by year, the developing countries like China become the 
main growth market with a huge potential of the future portable home medical 
electronics. And electronic sphygmomanometers are the most widely used products 
among all portable medical equipments. 
Electronic sphygmomanometers are medical devices which use the theory of the 
Oscillometric blood pressure measurement with modern electronic technology to 
measure blood pressure. More than one hundred years, people have mainly used 
mercury sphygmomanometers to measure blood pressure, but now, the electronic 
ones are used increasingly. 
Just like the most high-tech electronic products’ experiences, the market of 
electronic sphygmomanometers is also currently captured by the foreign brands 
which is headed by Omron. The domestic brands such as YUYUE, andon,are trying 
to occupy their position in this tremendous consumer market of China through 
various efforts. 
YuYue Company is a listed company that focus on medical equipment research 
and development, manufacture and marketing.  The company is in the domestic 
leading position in the field of mercury sphygmomanometers, sprayer, 
oxygen-producing machine, stethoscope, and so on. And the electronic 
sphygmomanometers’ product line is the upgrade of mercury ones. The company has 
invested part of the capital into the "electronic sphygmomanometers technology 
reform project" from 2009. This investment will maintain and enhance the 
competitiveness of the company and lay a solid foundation in the field of the blood 
pressure monitors. 
According to the electronic monitors marketing environment, the situation of 
YuYue company and its current marketing strategies and existing problems, this 
paper give some appropriate recommendations by the use of theory（PEST，














of the Chinese brand electrical appliances, combining new marketing mode and 
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第一章  绪论 







有 2亿人（资料来源：中国高血压防治指南-2010 年版）。 
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模年复合增长率为 14.3%，2009 年，全球医疗器械市场规模约 3550 亿美元；而
中国市场 2002-2009 年复合增长率达到 21.6%
①
。2010 年规模首次超过了 1000
亿，达到 1200 亿，增长率为 23%
②
。美国《财富》杂志将家用医疗器械列为未

















                                                        
① 资料来源：中国国际金融有限公司，医疗保健研究报告，2010 年。 
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